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Media Convergence has become a focal point of the academic circle of 
communicology. With the development of continuous new media as well as the 
integration of old and new media, new media is no only integrated with old one, but 
also merging with other new media, and it has already become a kind of ubiquitous 
trend. In recent years, the ubiquitous network and the internet of things are gradually 
coming into sight, countries in the world have also formulated the corresponding 
strategy of ubiquitous network and Internet of things. 
As a new integration pattern of the computer network, mobile network and the 
Internet of things, ubiquitous network has no doubt some influence on media. What 
kind of relationship between ubiquitous network and media convergence, how it 
affects the media environment and changes the advertising communication? With 
these two issues, this paper use the methods of literature analysis, interdisciplinary 
research, induction and deduction and other research methods to analyze the 
ubiquitous network from the angle of Media Convergence in order to offer reference 
for future research. 
In this paper, the most use of the literature is Paul Levinson's "Digital 
McLuhan", Roger Fidler's "changing media forms: understanding new media", Faye 
Wong's "Big media convergence," Negroponte's interviews and the report of Internet 
of things from International Telecommunication Union. Another references are by 
Cai Wen, Gao Gang, Yu Guoming, Meng Jian and the rest references are listed in the 
References section. 
In the first chapter, the author collected and analyzed the domestic and foreign 
literature of media convergence, ubiquitous network and the Internet of Things, and 
found that the topic in the academic circle is still a major gap,and is relatively 















forms and shapes of media convergence, and indicate that the essence of media 
convergence is to compensate for the lack of a single media function, the 
technology-based form of media convergence is the main form of media 
convergence. Finally, the author summarized the trend of media convergence about 
communication terminal, the main part of communication, contents, channels and 
business processes, and pointed out that the trend is determined by the technology 
and demand. In the third chapter, the author clearly defined the essence of the 
ubiquitous network, and demonstrated the relationship between ubiquitous network 
and media convergence from the three aspects: ubiquitous network is the new kind 
of integration of three networks, ubiquitous network is the new trend of media 
convergence, ubiquitous strategy is the new demand of media industry. The fourth 
chapter introduces the positive impact of ubiquitous network, taking the outdoor  
and POP advertising as examples. Chapter five summarizes the thesis, and brings up 
directions for further research, and finally explains the limitations of this study. 
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